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ABSTRACT 
This study aims to explore the role of the adoption and consumption of Facebook on Electronic 
Word-Of-Mouth (eWOM) among Hispanics versus African Americans, Asians, and Non-
Hispanics Whites in the United States, whilst exploring the impact of attitudes towards eWOM 
on the likelihood to purchase something because of the “Likes” on Facebook. A national panel 
was used to collect the data and an ANOVA test was conducted to test the hypotheses. The 
results indicated Non-Hispanic White consumers were significantly less likely to use WOM than 
Hispanic, African Americans and Asians.  Overall, Hispanics were found to be more likely than 
any other any group to practice eWOM, yet the difference is only significant when compared to 
Non-Hispanic whites. Finally, as predicted, the impact of attitudes toward eWOM on purchase 
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